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Perspective  of  Document 


This  is  a  "Strategic  Vision"  —  not  a  final  plan.  Just  as 
the  content  of  the  Expanded  Executive  Committee's  two 
day  kick-off  in  September  was  refined  and  improved  by 
the  three  planning  groups,  the  content  of  this  document 
will  be  refined  and  improved.  You  should  look  at  this 
document  as  the  "tip  of  the  iceberg".  A  good  plan  doesn't 
happen  overnight ...  it  evolves. 

Competitively,  billions  are  at  stake.  It  is  hoped  you  will 
use  discretion  in  who  you  share  or  talk  to  regarding  the 
contents  of  this  Strategic  Vision. 


Thomas  A.  Kershaw 
Chairman  of  the  Board 
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Sunrmarv  Statement 

The  City  of  Boston's  tourism  funding  to  the  bureau  over  the  past  year 
has  been  withdrawn.  The  Massachusetts  Office  of  Travel  &  Tourism's 
Matching  Grant  Program  presently  represents  approximately  ten  percent 
of  the  GBCVB  budget  and  further  economic  support  is  questionable.  The 
membership  is  clearly  the  financial  base  of  the  GBCVB  today. 

Today  we  are  a  trade  association  for  a  private  sector  membership, 
and  should  position  the  organization  to  satisfy  the  primary  needs  of  our 
funding  customer,  or  produce  measurable  business  for  members. 

Tomorrow,  based  on  successfully  securing  a  dedicated  "visitor  room 
tax"  to  raise  $9.5  million,  the  GBCVB  can  once  again  function  as  a  bureau, 
serving  both  the  private  and  public  sectors. 

The  actions  reflected  in  this  plan  are  in  harmony  with  the  vision  to 
function  as  a  bureau.  Funding  uncertainness  will  not  change  the  basic 
direction  of  this  plan. 


Present  Direction 
(K  nothing  changed . . .) 

City-wide  occupancy  projections  will  be  flat  or  decrease. 

City's  lack  of  support  for  industry  may  not  change.   Funding 
will  remain  at  zero. 

1990s  -  $160,0000  assessment  will  not  be  repeated.  Will  close 
1990  with  a  deficit. 

Suburban  hotels  will  be  first  to  drop  membership. 

Housing  Bureau  will  be  only  remaining  convention  service. 

Reducing  staff  further,  closing  one  visitor  center  -  other 
undesirable  cuts  are  forthcoming. 

The  CVB's  and  Tourism's  concerns  will  become  a  Public  crisis 
in  near  future.   (Jobs  and  revenue  will  be  lost  in  longer  term.) 
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The  Environment  in  2000 

Tourism  is  now  the  #1  Industry  in  Boston  and  the  World. 

Service  is  the  point  of  differentiation  within  the  industry. 

It  is  a  global  marketplace  for  goods  and  services,  customers  & 
competition. 

The  international  sameness  of  destination  has  created  a  new 
emphasis  on  unique  local  cultures. 

"Everything"  is  automated  and  "everyone"  is  comfortable  with 
visual  technology. 

Leisure  travel  has  grown  dramatically.    Mini-vacations  are 
routine  occurrences. 

Global  markets  are  demanding  cooperative  marketing  and 
alliances  for  regions  (vs.  single  destinations). 

Destination  competition  internationally  will  be  intense. 
(Billions  at  stake!). 

The  arts,  historical  and  cultural  experiences  are  highly 
valued. 

High-tech  world  has  created  a  new  demand  for  face  to 
face/human  interaction  meetings. 

A  new  regional  airport  and  new  convention  space  will  be 
justified.   Rail  service  (high  speed)  is  coming  back. 

The  Marketplace  in  2000 

The  sophisticated  consumer  will  demand  visual  access  to 
information  prior  &  during  trip. 

The  visitor  will  be  seeking  personal/learning  experiences. 

Ethnic  neighborhoods  will  be  popular. 

Destinations  will  have  to  be  clean,  safe  and  affordable. 

Boston's  market  mix  of  seniors,  non-Americans  and 
International  visitors  will  have  to  be  increased  substantially. 


Direction  of  Competitive  Destinations 

CVB's  roles  will  be  much  more  defined,  and  they  will  be 
reaching  out  directly  to  the  consumer. 

"Everyone"  will  open-up  to  international.   The  most 
progressive  will  be  overhauling  international  orientated 
services. 

The  product  base  will  be  continuously  expanded  with  "things  to 
do"  (i.e.  theme  parks/artificial  experiences). 

High-tech  mediums  will  be  utilized  extensively  for  both 
convention  and  visitor  services. 

Central  services  for  conventions  will  be  continuously 
expanded. 

Moving  towards  one  stop  selling  and  servicing  and  "packaged 
pricing"  for  conventions!    All  components  of  destination  will 
negotiate  as  a  single  body. 

Cooperative  marketing  programs  and  alliances  will  be 
substantially  expanded  (i.e.  Disney  and  Delta). 

National  groups  will  be  solicited  to  help  secure  international 
conventions. 

CVB  memberships  will  be  sought  from  broader  geographic 
areas  (for  more  ftinds  and  broader  draw  for  international 
markets). 

CVB's  will  be  demanding  a  higher  professionalism  of  staff. 
Staff  sizes  will  increase  annually. 

There  will  be  more  use  of  comps  and  perks  in  the  selling 
process. 

Those  without  a  dedicated  room  tax  will  be  continually  seeking 
increases  in  government  promotion  funding. 
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Customer  Needs  of  a  CVB 

GROUP  PLANNERS  (all  types  of  groups): 

Primary  Need:        Start  to  finish  one-stop  SERVICE. 

Want  planning  in  Boston  to  be  professional.  Want  quick/confident 
responses  to  inquiries.  Want  to  feel  welcomed.  Want  to  know  the  city  is 
involved  and  supportive  of  their  business.   (A  mayor  can  close  a  deal!). 
Want  a  willingness  to  negotiate  and  to  deal  with  someone  who  has 
authority.  Want  assistance  in  selling  site  to  their  decision  bodies.   Must 
have  central  services,  and  the  more  the  better. 

BUSINESS  TRAVELLER: 

Primary  need:        Concierge  type  services 

TOURISTS: 

Primary  Need:        A  central  and  convenient  source  of  all  tourism  OPTIONS. 
Expect  free  maps,  information,  and  comfortable  visitor  facilities. 

Customer  Perceptions 

MEETING  PLANNER: 

See  us  in  chaos  and  as  a  difficiilt  destination  to  book.   Are  embarrassed  for 
us  and  our  city's  lack  of  support  and  funding.   In  their  eyes  the  bureau  is 
everything  in  reference  to  a  destination. 

BUSINESS  TRAVELER: 

Basically  doesn't  know  we  exist. 

TOURISTS: 

Think  the  CVB  is  an  agency  of  the  city.   Expect  a  Major  League  welcome 
and  get  Little  League  services. 


Role  &  Directions  of  Partners 

(*denotes  assumed  primary  role  from  GBCVB's  perspective) 

MASSPORT: 

*Rvm  airport  and  coordinate  international  promotion. 

Run  airport  like  a  business,  no  bureaucratic  layers.   Presently 
coordinate  a  $2M  international  promotion  package.   Airlines 
promotional  contribution  is  competitive  and  growing.   Total  annual 
promotion  funds  are  escalating.    Sell  themselves  as  a  regional 
airport. 

MAYORS  OFFICE  OF  BUSINESS  &  CULTURAL  DEVELOPMENT: 

*Coordinate  special  city  events,  host  VIP's  &  dignitaries,  manage 
sister  city  relationships. 

The  city  has  received  outside  recommendations  to  invest  in  tourism 
and  to  better  utilize  international  sister  cities.  They  are  seeing 
tourism  as  a  missed  opportunity.  The  city  recently  initiated  a 
dialogue  with  the  CVB  and  wants  to  do  more  (i.e.  help  with  site 
inspection  trips,  use  the  Mayor  for  "closing  conventions",  etc.). 

MASSACHUSETTS  CONVENTION  CENTER  AUTHORITY: 

*Operate  and  promote  the  convention  center. 

Historically,  the  GBCVB  "paid"  for  MCCA's  selling  efforts.    Top 
management  of  the  two  entities  did  not  have  the  best  of  a 
relationship,  although  the  staffs  of  the  two  organizations  work  well 
together. 

Their  priority  today  is  for  their  people  to  sell  as  many  conventions  as 
possible.   Certain  efforts  are  a  direct  duplication  of  GBCVB's. 

MCCA  functions  in  a  political  environment  and  funding  is 
questionable  but  should  be  resolved  in  1991. 

MASSACHUSETTS  OFFICE  OF  TRAVEL  &  TOURISM: 

*Responsibility  for  statewide  marketing,  "Spirit  of  Massachusetts" 
campaign  and  overseeing  matching  grant  program. 

Provide  leadership  in  marketing  oriented  partnerships.    They 
provide  the  broader  image/destination  awareness  marketing  and 
turn  it  over  to  local  agencies.  Their  domestic  efforts  are  stable  and 
their  international  emphasis  is  growing.   They  rely  on  GBCVB  to 
operate  local  visitor  centers. 


GREATER  BOSTON  HOTEL  ASSOCIATION: 

*A  networking  forum,  lobbying,  education  and  information. 

Trying  to  increase  visibility  of  industry.  Support  GBCVB  and  New 
England  USA  marketing  roles.    Committed  to  resolving  GBCVB 
problems  asap.    Concerned  about  bookings  in  future  years. 

BOSTON  CHAMBER  OF  COMMERCE: 

*Business  development  and  lobbying. 

Has  political  clout.  Would  like  CVB  back.   Going  to  start  publishing  a 
visitor  guide  which  will  result  in  competition  for  advertising  dollars. 

MASSACHUSETTS  TOURESM  COALITION: 

*Lobbies  for  promotion  dollars 

MASSACHUSETTS  HOTEL  &  MOTEL  ASSOCIATION: 

*Lobbying,  industry  information  and  education 

Working  hard  on  state  dedicated  tax. 

HISTORICAL  &  MUSEUM  ORGANIZATIONS/NATIONAL  PARK 
SERVICE: 

Rely,  to  a  large  degree,  on  GBCVB' s  destination  marketing  and 
visitor  information  centers.  Would  like  to  see  visitor  centers 
upgraded. 

NEW  ENGLAND  USA: 

Present  direction  unknown.   New  Director  just  recently  started. 

MASSACHUSETTS  BAY  TRANSIT  AUTHORITY: 

Are  offering  a  multi-day  visitor  pass. 

PRIVATE  INDUSTRY  COUNCIL: 

Made-up  of  "big  business".   Working  on  promoting  tourism  as  a 
career  in  high  schools. 
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Competitive  Positioning 

U.S.  Destinations 

In  total  visitor  volume,  we  are  ranked  #12  with  only  1/6  of  L.A. 
volume. 

In  number  of  total  delegates,  we're  ranked  #11  with  1/3  of  NY's 
delegates. 

In  convention  space,  we  don't  hold  a  candle  to  Atlanta,  Chicago,  etc. 

In  the  area  of  fun  and  entertainment,  we  are  near  the  bottom  of  key 
destinations  behind  leaders  like  Las  Vegas,  Orlando,  etc. 

We  don't  have  year  ro\ind  weather. 

However  .  .  .we  hold  a  #1  position,  head  on  with  San  Francisco,  in 
appeal  to  the  upwardly  mobile  professional  wanting  an  upscale 
cultural  experience  (and  attached  status  of  such). 

Specificallv:   In  education,  we  share  with  California.    In  sports,  with 
L.A.  and  N.Y.    In  history,  with  Williamsburg  and  Philadelphia.    In 
medicine,  with  Minneapolis  and  Houston.    And  in  finance,  we  with 
New  York,  San  Francisco,  and  L.A. 

Intemational  Destinations 

Boston  is  not  a  widely  known  intemational  destination,  as  is  Hong 
Kong,  London,  Paris,  Singapore,  Tokyo,  Brussels,  Rome,  etc.  .  . 
however  its  recognition  is  growing. 

Our  historical  appeal,  with  such  exceptions  as  the  JFK  Musexim,  is  a 
non-issue  to  Europeans  and  of  "some  interest"  to  Asians.   The 
"cultural  charm"  of  Boston  is  of  some  interest  to  international 
visitors,  but  not  to  the  extent  that  it  is  for  Americans. 

Internationally,  Boston  is  recognized  for  its  education  and  medical 
appeal.    In  their  eyes,  Boston  is  "America's  Center  of  Intelligence". 

International  destinations  like  Hong  Kong,  Tokyo,  Geneva,  .  .  are 
geared  to  the  "international  visitor".   The  industry  suppliers  speak 
several  languages,  convention  centers  are  equipped  for  simultaneous 
translation,  little  shops  often  accept  foreign  currency,  directional 
signs  are  miiltilingual,  international  newspapers  are  provided,  etc. 


-8- 


Successful  Destinations: 

The  #1  reason  behind  their  success  is  that  the  community  supports 
tourism.   Everyone/all  components  (even  the  local  media)  work 
together.    They  share  a  common  purpose/vision.    Good  examples 
include  Singapore,  Orlando,  and  Indianapolis. 


In  G^ngr^ 

CVB's  across  the  nation  play  an  assumed  liaison  role  between  the 
public  and  private  sectors.    The  name  "bureau"  carries  a  "something 
to  do  with  government"  connotation. 

The  CVB  budgets  of  66%  ofU.S.  destinations  are  funded  by  a 
dedicated  room  tax.   Examples  of  budget  size  include:   (with 
convention  center)  Las  Vegas  $50M,  Indianapolis  $12M,  (without 
convention  center)  Orlando  $10M,  L.A.  $10M,  Miami  $10M,  Atlanta 
$9M,  San  Francisco  $9.3M. 

The  following  is  a  specific  example  of  a  competitive  CVB: 

"Orlando  has  15  sales  people  vs.  Boston's  three. 
They  have  offices  in  Washington  and  Chicago  and 
5  international  city  representatives.   They  comp 
the  convention  center,  transportation  shuttles, 
registration  personnel,  delegate  gifts,  information 
packets,  etc.  .  .They  provide  a  convention  service 
manager  for  groups.   They  staff  a  twenty-four 
hour  housing  bureau." 


Definition  of  Boston's  "Ciiltural  Experience. 

Unique! 

Charm/A  Small  Town  Feeling. 

A  Learning  Experience. 

Unique  architecture,  landscape  and  harbor. 

Symphony/Museums/Art/History/Ballet 

A  small  town  experience:   Walkable,  close  proximity  of  things 
to  do. 

Abundant  dining  options. 

Night  Life  (Boston  is  Different!) 

Shopping  Options 
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HJgMJghts  of  a  Self  Examination 


Strengths: 


Role  of  selling  multiple  property  conventions 

Cultural/small  town  charm  of  destination 

Walkability  of  downtown 

Higher  delegate  turn-out  than  any  other  destination 

Capital  investment  of  private  sector 

As  the  gateway  to  New  England  (domestic  and  international) 


Weaknesses: 


All  of  the  destination's  industry  partners  are  doing  the  "same  thing". 

Board  too  big  for  progressive  discussion  and  decisions 

Underfunded/understaffed 

Losing  VOLUMES  of  business  every  day 

Lack  of  adequate  convention  and  visitor  services 

Visitor  cost  of  destination 

Opportunities: 

Strong  leadership  (someone  who  will  stand  up  and  take  charge) 
Use  of  member  talent  and  diverse  resources 
"Thinking  as  one"  in  our  convention  booking  process 
International  awareness  of  Boston  is  growing 
BEATING  the  competition  on  funding  and  service  fronts 
Each  year  members  come  from  further  out. 

External  Threats: 

Lack  of  political  resolution 

An  economic  downturn 

Emerging  competition  from  other  destinations 

Safety  and  racist  perception  of  city 

Overnight  effect  of  adverse  publicity 
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Member  Needs 

Primary  Need:        Measurable  business! 


The  dominant  business  need  for  80-85%  of  our  present  members  is 
conventions.   Some  view  conventions  as  "extra"  business.   They  want  a 
focus  on  selHng  ROOMS  (it  is  the  catalyst  for  all  non-hotel  business).  They 
want  the  CVB  to  do  what  one  member  cannot  do  alone. 

They  do  not  want  a  pubhc  service  organization.   They  want  a  business 
driven  organization  independent  from  bureaucracy  to  get  tangible, 
measurable  results. 
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The  PastPresent  GBCVB  Culture 
"The  way  we  do  things  around  hereF' 

We've  lived  in  an  upbeat  environment  with  an  expanding  product, 
everyone  selling  with  GBCVB  a  dependence  on  fixed  funding. 

Prior  to  1990,  leadership  strived  to  "keep  everything  comfortable".  No 
one  set-out  to  make  waves,  conflicts  with  the  city  were  avoided, 
volunteer  leaders  avoided  situations  of  perceived  bias,  staff  avoided 
risks.  Everybody  was  smiling  and  relationships  were  best  when  kept 
social. 

Board  seats  were  used  for  constituency  leverage.  Average  meeting 
attendance  ran  about  40%  -  45%. 

Politics  in  Boston  is  a  way  of  life.  It  is  understood  that  individual 
members  are  vulnerable  to  political  pressure. 

The  staff  tried  to  do  everything:  subject  to  the  daily  pressures  of 
individual  member  requests;  structured  for  a  $6M  budget  with  a  $3M 
reality. 

Member  contributions  in  many  forms  have  subsidized  the  operation. 
For  staff  to  ask  for  additional  $'s/services  is  a  constant  chore. 

The  senior  management  relationship  between  the  GBCVB  and  MCCA 
was  "just  accepted"  as  uncooperative.  Business  just  kept  getting 
better. 

"We  need  each  other".  The  GBCVB  does  things  one  member  cannot 
do  alone. 

The  staff  conscientiously  strives  to  make  referrals  without  bias.  They 
function  as  a  family/team,  are  dedicated  and  hardworking. 

Volunteer  leaders  function  without  full  awareness  for  staff  VOLUME 
of  daily  service  requests  a  by  the  100,000's  of  visitors,  750+  members 
and  miiltiple  member  representatives. 

Progressive  planning  just  wasn't  an  issue.  Members  rarely  shared  in 
decisions.  The  Board  had  virtually  no  input.  Staff  opinion  was 
seldom  sought.  Although  the  President's  door  was  always  open,  the 
environment  was  not  conducive  to  member  participation  in  decisions, 
nor  perceived  as  needed.  The  GBCVB  slowly  and  naturally  evolved 
into  a  President  driven  organization  with  the  full  knowledge  of 
volunteer  leadership. 
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The  GBCVB  Mission 

Increase  Revenues  for  Members. 
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The  Vision 

Develop  a  one-stop  sell  and  service  BUREAU 
for  convention  planners  and  visitors  worldwide. 
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Directional  Priorities 


Note:  A  sampling  of  specific  actions  is  included  to  guide  thinking  for 
further  refinement.   Responsibility  for  refinement  is  noted  to  the 
right  and  change  in  resource  is  highlighted  in  brackets. 


#  1       Create  a  MEMBER  DRIVEN  orgamzatioiL 

—Change  Nominating  Committee  guidelines  to 
include:    "Majority  of  Nominating  Committee 
members  to  be  non-Board  Directors  who  are 
not  eligible  to  be  nominated  as  an  Officer 
or  Director." 


Membership 
[By-Laws] 


-Restructure  Officers  to  include  a  Chairman, 
Vice-Chairman,  Treasurer  and  President, 
who  will  meet  between  Board  Meetings  as 
needed.   Set  term  of  Chairman  at  two  years 
with  a  maximum  of  two  terms.    (Eliminate 
"Secretary"  and  "Executive  Committee") 

—Restructure  Board  to  18  seats  (including  officers) 
made-up  of  members  only.   Develop  a  simple 
formality  to  ensure  a  proportionate  represen- 
tationof  diverse  components,  size,  and  location 
of  members.   President  does  not  have  a  board 
vote.  Ex-officio  representatives  to  be  appointed 
annually  at  discretion  of  Chairman.   A  Director 
must  attend  two-thirds  of  the  Board  Meetings 
to  be  eligible  for  re-election. 

—Structure  Board  Meetings  to  be  "business 
meetings". Schedule  for  8:30  a.m.  -  CVB 
Boardroom. 


Membership 
[By-Laws] 


Membership 
[By-Laws] 


Board 


-Create  Advisory  Councils  to  be  a  resource  to  staff 
and  directors  and  structured  by  operating 
departments.    For  example: 

•Convention  Sales  Council 
•Convention  Service  Council 
•Visitor  Sales  &  Service  Council 
•Membership  Council 
•Publications  Coiincil 
•Government  Relations  Council 


Board 
Chairman 


-16- 


Committee  of 
Board 


The  Advisory  Council  Chairperson  shall  be  a 
Board  Member,  and  Council  Representatives 
to  be  made-up  of  members-at-large  and  Board 
Members.    However,  each  council  shall  have  a 
limited  size  of  nine  individuals. 

—Annually  negotiate  expected  measurable  results 
of  CVB  with  President.  The  structure  of  the 
staff  will  be  at  discretion  of  President. 

—Designate  the  President  as  the  principle  spokes-  Board 

person  forCVB. 

#2       Allocate  limited  funds  to  show  measurable  business. 

—Focus  on  convention  bookings  for  early/mid-90's.   Convention  Sales 

Council 


—Concentrate  on  room  generating  events  only 
(i.e.  Monet  vs.  Harborfest). 


Visitor  Sales  & 
Service  Council 


-Participate  in  Massport's  and  MOTT's 
International  Programs. 


Visitor  Sales  & 
Service  Council 

[$] 


— Conmiunicate  with  members  to  get  expectations 
for  services  in  line  with  funding  realities. 


Staff  & 
Board 


-Seek  GBHA's  support  to  assume  lobbying  role  for 
city-wide  support  service  issues,    (i.e.  Taxis) 


Board 


—Be  very  selective  on  extent  of  being  in  "education 
business". 


Staff 
[+$] 


#3        Maximize  Income  of  Existing  sources. 


—Increase  the  net  income  of: 

Visitor  centers,  housing  bureau  and 
publications. 


Staff  &  Advisory 
Councils 

[+$] 


—Realign  dues  to  recognize  value  of  CVB 
to  member. 


Membership 
Councils 

[+$] 


-Offer  memberships  through-out    New  England. 


Membership 
Councils 

[+$] 
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#4        Secure  a  $9.5  Million  Dedicated  Rooms  Tax  for  Promotion  Funding. 

Board 


—Secure  hotel  owner  support  and  set  strategy 
to  ensure  dedication. 

—Develop  a  fund  to  retain  lobbying  expertise  (if 
needed). 

—Target  four  key  decision  makers  (Governor, 
Speaker  of  the  House,  President  of  Senate, 
and  Mayor).    Include  opinions  of  recognized 
economist. 

—Retain  harmony  with  partners. 


Board 
[$] 

Board 


President  & 
Board 


#5        Consistently,  over  long-term,  educate  politicians  and  community  on 
economics  of  toiuism. 


—Nurture  local  media  support. 
—Work  in  harmony  with  partners. 


President  & 
Board 

Board 


#6       Mutually  define  respective  roles  with  tourism  industry  partners. 

Board 


-Consider  being  the  catalyst  to  establish  an  "Intra- 
Industry  Round  Table." 

—Negotiate  an  equal  partnership  with  MCCA. 

(Goal:   One-stop  sell  and  service  for  customer.) 

—Strengthen  partnership  with  city  on  conventions 
from  start  to  finish,   (i.e.  city  involvement  in 
site  inspection.  Mayor's  assistance  with 
"closing",  etc.) 

—Provide  local  support  for  MOTT's  major 
campaigns. 

—Develop  a  direct  telephone  switching  capability 
to  handle  visitor  inqioires  for  partners. 


—Work  out  an  amicable  publication  solution  for 
Chamber's  "Travel  Guide"  needs. 


Board  & 
President 

Board  & 
President 


President 


Visitor  Sales  & 

Service  Council 

[$] 

Publication 
Council 
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-Maintain  financial  support  of  MTC. 


Board 

[$] 


-Develop  promotion  packages  with  museums  and     Visitor  Sales  & 
attractions.  Service  Council 


#7       Make  it  EASY  for  a  planner  or  visitor  to  buv  Boston. 

—Consider  utilizing  formal  focus  groups. 


President 

[$] 


-Organize  member  and  city  support  to  fully 
sponsor  qualified  site  inspections. 


-Develop  high-tech  visual  presentations  of 
destination's  options  and  convention 
flexibilities. 

-Provide  CVB  staff  with  direct  computer  access 
to  exhibit  hall  space  and  hotel  convention 
block  availability. 

-Develop  capability  to  "broadcast"  convention 
referrals  instantly  to  members  to  shorten 
client  response  time. 

-Automate  and  staff  to  the  extent  that  with 
one  call  a  planner  can  get  "everything" 
he/she  needs  for  a  site  presentation  over 
night  (including  total  packaged  priced 
estimates.) 

-Electronically  network  the  GBCVB's 
member  products  and  services  and 
go  on-line  with  the  global  CRS's  so  a 
potential  visitor  or  planner  can  remotely 
review  options  and  BUY  directly. 


Convention  Sales 

Council 

[Member-City  Support] 

Convention  Sales 
Council 

[$] 

Convention  Sales 

Council 
[Piece  of  Network] 

Convention  Sales 
Council 


Convention  Sales 

Council 
[Piece  of  Network] 


-Locate  sponsors  for  4-6  architecturally  unique 
Visitor  Centers  (with  rest  rooms). 


Automation 

[$150,000+  development 

cost,  plus  hardware  & 

software,  plus  intro 

marketing  budget  - 

requires  1 2-1 8  month 

lead  time.] 

Board 
[Sponsors] 
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#  8       Differentiate  ourselves  fix)m  competition  by  setting  global  industry 
trends  for  destination  SERVICE. 


-Staff  to  provide  a  CVB  Convention  Service 
Manager  for  each  multi-hotel  convention 
group. 

—Fully  sponsor  delegate  promotional  material  and 
Convention  Services  destination  giveaways. 


President 
[$] 


Council 
[Variable  Cost] 


-Develop  a  direct  electronic  capability  for  a 
delegate  to  access  Housing  Bureau. 


-Secure  City  support  to  serve  foreign  groups  in 
appropriate  international  fashion. 

—Provide  free  maps  and  printed  information  in 
multiple  languages. 


—Secure  City's  support  for  friendly  international 
directional  signs  located  throughout  the  city. 

—Secure  a  means  to  distribute  member's 
services  and  products  on  Mass  Turnpike 
and  on  Artery. 

—Develop  capability  so  an  on-sight  visitor  can 
approach  a  Visitor  Info  Desk,  a  concierge, 
perhaps  a  local  travel  agent  .  .  .review 
options  and  book  a  member  service  or 
product. 


Convention  Services 

Council 

[Piece  of  Network] 

Convention  Services 
Council 

Publications 
Council 

[$] 

Visitor  Sales  & 
Service  Council 

Visitor  Sales  & 
Service  Council 


Visitor  Sales 
&  Service  Council 
[Piece  of  Network] 
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A  Desired  GBCVB  Culture 
'The  way  we  will  do  things  around  hereF' 

We  are  a  lean,  mean,  selling  machine  -  run  like  a  business.  Priorities  are 
set  by  a  consensus. 

A  professional  staff  is  accountable  for  measurable  results.  The  setting  of 
expected  results  balanced  between  short  and  long-term  is  an  annual 
process  looked  forward  to  by  the  Board  and  President.  Risk  taking  is 
rewarded,  not  punished. 

The  Board  of  Directors  is  a  "working  board"  representing  the  membership 
not  the  community. 

The  Advisory  Councils  are  the  engine  for  progressive  planning  and 
innovative  programs.  The  privilege  to  serve  on  a  Council  is  a  valued 
member  benefit. 

The  Staff  has  developed  a  separateness  from  politics.  The  President  has  NO 
political  functions.  Political  issues  are  addressed  by  the  Board  as  a  united 
industry  vs.  individuals  members. 

Political  clout  is  assumed  because  we  are  a  result-oriented  organization, 
and  the  city's  largest  industry. 

We  are  a  forward  thinking/fast  moving  organization,  not  a  reactionary/ 
crisis  driven  organization. 

We  function  as  THE  recognized  representative  for  the  destination  by  the 
consumer. 

Conventions  are  solicited,  booked,  serviced  as  ONE. 

We  work  smarter  as  a  destination,  leveraging  the  strengths  of  our 
partners. 

We  think  of  ourselves  as  A  WORLD  CLASS  DESTINATION. 
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Funding  Needs  and  Sources 
Budget         $12-16  Million  (in  1 990  dollars) 
Source: 

Membership  dues  (1,000  +  members  $2.0  -  $3.0  M 

Net  of  Advertising  $.5  M  + 

Housing  Bureau  (Net)  $.1  -  .2  M 

Electronic  Res/Referral  System  $.5  - 1.5  M 

MOTT  Matching  Funds  $.3  - 1.0  M 

City/State  Dedicated  Tax  Income  $9.6  - 10.0  M 
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Greater  Boston  Convention  &  \lsitor's  Bureau 
Position  Description  for  President 

A.  The  individual  selected  as  President  for  the  GBCVB,  above  all,  will  be 
a  business  person  with  proven  management  skills,  who  will  run  the 
GBCVB  as  a  business  and: 

•Will  understand  "ROI"  for  allocating  resources 

•Will  have  a  track  record  of  meeting  or  exceeding  established  goals 

•Will  possess  strong  negotiating  skills 

•Will  be  a  self-starter 

•Will  have  a  proven  record  for  motivating  employees 

•Will  have  managed  an  operating  budget  of  $10  million  or  more 

•Will  have  a  resume  that  reflects  stability  and  a  minimum  of  a 
four  year  educational  degree. 

B.  Knowledge  of  the  broader  travel/hospitality  industry  will  be  required. 
Specific  experience  in  the  convention  &  visitor  segment,  international 
industry  exposure,  and  established  marketplace  contacts  will  be 
considered  strong  pluses  and: 

•Will  have  a  minimum  of  ten  years  industry  experience 

•Will  be  technologically  literate  and  possess  an  awareness  of 
the  industry's  global  distribution  system 

C.  The  GBCVB  President  will  have  a  solid  marketing  background. 
Direct  consumer  marketing  experience  and  established  industry 
media  contacts  will  be  considered  strong  pluses  and: 

•Will  have  developed  national/international  marketing  plans 
with  proven  success. 

•Will  possess  good  media  relations  experience. 

•Will  have  directed  and  successfully  motivated  a  stable  sales  team. 

D.  The  GBCVB  President  will  lead  us  to  the  attainment  of  our  vision. 
He  or  she  will  have  the  unique  opportunity  and  personal  challenge  of 
biiilding  an  organization  that  sells  and  serves  one  of  the  world's  top 
tourist  and  convention  destinations  and: 

•Will  be  a  charismatic  leader  with  a  persuasive  quality 

•Will  be  an  articulate,  well-spoken  cormnunicator 

•Will  have  experience  with  volunteer  boards 

•Will  possess  a  proven  interest  in  community  welfare  and  harmony 
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